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Abstract  
The main purpose of this study is to investigate the effects of perceived quality and emotional value that influence consumer’s purchase intention 
towards American and local products. This study aims to increase an understanding of Malaysian consumers’ purchase intention in relation to 
American versus local products. The contribution of this study is crucial to the growing body of international marketing to explain the purchase 
intention on United States products on top of others in the context of Malaysian consumers. In other words, this research provides useful information 
on how the local Malaysian consumers perceive foreign products. Moreover, this study is important as a reference to the government and local retailers 
as well as manufacturers to develop competency and to increase quality as well as to restore products attributes to be more appealing in order to face 
stifle competition with other retailers especially domestically producer. Also, it is hoped that this study could contribute a certain point of 
understanding among academicians regarding to consumers’ purchase behavior phenomenon in Malaysia. A total of 270 questionnaires were 
distributed to students in higher learning institutions who were chosen randomly among the total population. Sample is mixed between postgraduate 
and undergraduate students and does not include international students; as the study is aimed at comparing American products and local products. 
Data were then analyzed using descriptive, reliability and correlation analysis. The reliability result of this study shows that the instruments that have 
been used in for measuring various variables in this study were reliable. Meanwhile, for correlation, the result shows moderate significant relationship 
between perceived quality and emotional value towards purchase intention. 
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1. Introduction 
Developing countries such as India and China for instance have attracted large number of retailers which present a wide selection 
of foreign merchandise caused by expansion of national economics. The rising trend is also observed in Malaysia since globalization 
has brought in a change of lifestyle to Malaysian consumers. The country’s rapid economic progress has drawn Malaysian consumers 
to a diversity of preferences. From a conventional way of living, Malaysians’ lifestyle has adapted a relatively affluent and broad-based 
means. Higher purchasing power and high demand of global products were observed to be resulting from the rise in education levels 
and larger discretionary income in order to fulfill their novel desire and lifestyle.  
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Therefore, this study is conducted to investigate the relationship between consumer’s perceived quality and emotional value, and 
consumers’ purchase intention towards American products in comparison with Malaysian products. The objective of this study is to 
increase an understanding of Malaysian consumers’ purchase intention in respect to American versus local products.   
The contribution of this study is crucial to the growing body of international marketing to explain the purchase intention on United 
States products on top of others in the context of Malaysian consumers. In other words, this research provides useful information on 
how the local Malaysian consumers perceive foreign products.  
In addition, retailers should be able to understand the importance of capturing consumers’ preferences that could affect products 
being marketed in the specific market in specific country. Therefore, this study provides valuable strategic proposition for local 
marketers as well as foreign marketers, exporters, manufacturers, Americans particularly, who plan to enter Malaysian market. It is 
hoped that information gained from this study will contribute further to retailers in formulating marketing strategies in the effort of 
capturing the Malaysian market.  
From another perspective, this study is a crucial reference to the government, local retailers and manufacturers to grow in 
competency and to enhance quality as well as to refurbish products’ attribute as a preparation to face the aggressive competition among 
retailers, especially domestic ones. It is also expected for this study to contribute a certain point of understanding among academicians 
regarding consumers’ purchase behavior phenomenon in Malaysia.  
An important implication of this is the spillover of higher private consumption which then drives the economy further. Such 
consequence would actually direct the society’s aspiration for a higher level standard of living, fulfilled/ by purchasing of imported 
products through the influence of western lifestyles. Besides, the country’s prosperous economic state provides foreign marketers with 
a strong cause to push in their products and later manipulate local consumers’ purchasing decision.  
Nevertheless, Malaysia has been the subject of relatively little research in terms consumers’ behavior in the process of purchasing. 
It is found that some studies concerned with consumers’ attitudes toward local and foreign products are limited to consumers from 
India and China mostly (Kumar et al., 2009). Thus, this study intends to formulate an understanding on the effects of perceived quality 
and emotional value that influence Malaysian consumers choice behavior between American and local products. 
This research builds on the framework of Kumar et al., (2009) who examined the effects of few antecedents on purchase intention 
toward a U.S retail brand versus a local brand. Kumar (2009) found that individual characteristics brand-specific variables (i.e., 
perceived quality and emotional value) positively influence attitudes towards American products. Similar to Kumar et al., (2009) this 
research examines the effects of those antecedents in Malaysian context. The research departs from Kumar et al., (2009) by using 
popular food and beverages brands to measure the effects of individual characteristics and brand-specific variables. 
2. Literature Review 
2.1 Perceived Quality 
In the cognitive-affective model, researchers recognize perceived quality as a cognitive response to a product which influences 
product purchase (Kumar et al., 2009). In the field of marketing, the construct of perceived quality has been widely acknowledged as 
the primary driver of purchase intention (Jacoby and Olson, 1985). Perceived quality also provides value to consumers by providing 
them with a reason to buy and by differentiating the brand from competing brands. Perceived quality is defined as a consumer’s 
evaluation of a brand’s overall excellence based on intrinsic (performance and durability) and extrinsic cues (brand name). Thus, quality 
is defined as judgment about the overall excellence or superiority of a product or service as quality can be defined in terms of the 
moment at which the consumer receives information or cues about the characteristics of the products while shopping for or consuming 
it. It also means that the perception of quality varies depending on a range of factors such as the moment at which the consumers make 
the purchase or consume a product, and the place where it is bought or enjoyed. The consumer’s implied perception of quality from 
the brand supersedes its price when he is making purchase decision (Dodds et al., 1991). It is expected that product-specific variables, 
such as perceived purity for consumables and quality for durables, will exhibit significant power as a predictor of product bias (Thelen 
et al. 2006). 
Thelen et al. (2006) has assessed Russian consumers’ imported versus domestic products bias by measuring product preferences 
based on consumer ethnocentrism levels and product characteristics and concluded that product characteristics may influence product 
preference (domestic versus imported) more than consumer ethnocentrism levels. Consumers of the developing countries will go for 
non-local products because they are generally deemed as of high quality (Khattak and Shah, 2011). Hypotheses by Khattak and Shah 
(2011) indicated that quality of products and consumer attitudes towards non local products are positively related. There is a positive 
correlation between these two variables. Products of the economically developed countries are not having only outward appearance but 
they have fine workmanship and are considered as technologically the best. Low incomes notwithstanding, consumers in developing 
countries are increasingly aware, through television, the Internet, and generally improved communications worldwide, of the superior 
quality of goods available to consumers in developed countries and they want the same. This holds true not only for consumers in the 
former socialist countries of Eastern and Central Europe but also consumers in the developing countries of Latin America, Africa and 
Asia. 
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2.2 Emotional Value 
In developing countries, individuals associate foreign brands with having symbolic meanings (e.g wealth and status), which 
enhances the emotional reward such as a sense of pleasure and happiness upon using these brands. An increasing number of consumers 
purchase brands to satisfy their emotional needs (Kumar et al., 2009). Consumers who feel good and pleased with the purchase of a 
brand may repurchase the same brand even when provided with other options. Emotional value towards a brand relates to positive 
feelings upon using the brand, which increases consumer loyalty towards the brand. 
Perceived value is a direct antecedent of a purchase decision. Perceived value has been widely discussed at a generic level 
particularly in the practitioner literature and can easily be confused with satisfaction. However, these constructs are distinct. Value 
perceptions can be generated without the product or service being bought or used, while satisfaction depends on experience of having 
used the product or service (Sweeney and Soutar, 2001). Emotional value is defined as the benefit derived from the feelings or affective 
states (i.e enjoyment or pleasure) that a product generates (Sweeney and Soutar, 2001). Emotional value is the benefit which one gets 
by experiencing something new or different. Dodds et al. (1991) are of the opinion that there is a positive impact of emotional value 
on consumer’s purchase intention. Consumer perception towards a foreign brand versus a local brand also builds on affective 
components (Kumar et al., 2009). This includes the emotional value that consumers obtain from fun and enjoyable experiences. 
Moreover, Bagozzi et al. (1999) demonstrate that emotions related to consumption that are formed in response to a consideration made 
by the consumers.  
2.3 Purchase intention 
An individual's behavioral intention depends on his or her attitude towards the behavior and the subjective norms associated 
with the behavior. Among the many different questions pertinent to consumer behavior, one of the most difficult to explain is why a 
consumer makes a particular purchase, since such answers are seldom simple or clear. However, the question is crucial since a firm 
needs to know what really triggers a consumer to purchase a product (Ghazali et al., 2008). The concept of buying intentions reflects 
consumers’ foreseeable behavior in short term future buying decisions. Purchase intention is one of a very small set of variables that 
find routine application in consumer research investigations undertaken for a variety of different purposes (e.g., new product concept 
and copy tests; segmentation and tracking studies) and covering a broad range of products and services. For instances, what products 
or brand the consumer will buy on his or her next shopping trip. More specifically, buying intention is a future projection of consumers’ 
behavior that will significantly contribute to the configuration of attitudes. 
Purchase intentions are frequently used to forecast sales of existing products and services. While, previous studies have shown 
that intention is one of the predictive of sales. Besides, the measurements of purchase intentions have been pervasive in modern 
marketing. Market research firms often use purchase intentions to forecast new products’ sales potential. Moreover, purchase intention 
measures have been used frequently to identify products buying probability within defined time periods. 
Purchase intentions have been recognized as a part of consumer behaviors. Therefore, firm needs to identify what makes a 
consumer wants to purchase a product. Consumer purchase behavior may change from time to time due to factors such as social 
lifestyles, country’s industrialization and influence of globalization that might have affected their judgment towards the products.  
Purchase behavior is the decision processes and acts of people involved in buying and using products. Consumer behavior is 
defined as the study of the buying units and the exchange processes involved in acquiring, consuming, and disposing of goods, services, 
experiences and ideas. Consumer behavior can be defined as the behavior that consumers display in searching for, purchasing, using, 
evaluating and disposing products and services that they expect will satisfy their needs. It is an interdisciplinary science that involved 
psychology, sociology, social psychology, cultural anthropology and economic concepts. 
 
3. Research Methodology  
A total of 270 questionnaires were distributed to students in higher learning institutions who were chosen randomly among the total 
population. Sample is mixed between postgraduate and undergraduate students and does not include international students; as the study 
is aimed at comparing American and local products. There is no specific clustering in choosing samples as respondents were approached 
in multiple classes regardless of courses and schools they belong to. 
Questionnaires were divided into two parts. The first part was to retrieve profile information of the respondents; consisting of 
four questions such as gender, age, level of education and funding. The second part of the questionnaire measures items for individual 
characteristics which are perceived quality, emotional value and purchase intention. All items measured are the independent and 
dependent variables and were rated on a 5-point Likert type scale ranging from strongly disagree to strongly agree. 
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4. Findings 
4.1 Survey Response Rate 
A total of 270 questionnaires were distributed and 266 or 98% were collected from respondents. Upon data screening process, 
30 questionnaires had to be discarded due to incomplete response that resulted in missing data. According to Hair et. al (1995), missing 
data can affect the generalizability of the results in research. Furthermore, when data have many missing values due to reluctant 
respondents, it may be difficult, although not impossible, to draw valid conclusions. Therefore, only complete responses should be 
regarded as complete data and in this research, 236 questionnaires have been selected for analysis. 
4.2 Demographic Profile 
From the total number of 236 respondents, majority of respondents are female; 155 or 66 per cent while another 81 or 34 per 
cent are male respondents.  
Majority of the respondents are less than 25 years old which constitutes 216 or 92 per cent of the total participants. 7.2 per 
cent of the respondents or 17 of them are from 26 to 35 years old, while 0.8 per cent or only 2 of respondents are of the age of 36 to 45 
years old. Only 1 respondent that aged older than 45 years old which accounted only 0.4 per cent from the total respondents.  
In addition, about 89.4 per cent or 211 respondents are in degree program and 8.9 per cent or 21 respondents are pursuing 
master program. Only 4 respondents or 1.7 per cent are taking PHD program.  
Data collected shows that majority of respondents fund themselves based on study loan, which constitutes 72 per cent or 170 
from total respondents. Other than that, 33 of total respondents are attached to scholarship, which mount up to 14 per cent. While the 
rest are based on family support (n=27, %=11.4), salary wise (n=5, %=2.1) and others (n=1, %=0.4). 
 
4.3 Reliability 
As presented in Table 1 below, the overall coefficient alpha scores exceed 0.75 whereby the value can be accumulated to 0.85 
in average. Hence, the instruments that have been used in for measuring various variables in this study are reliable. 
                                  Table 1: Reliability 
Variables Cronbach's Alpha (n=236) 
Perceived quality 0.790 
Emotional value 0.796 
Purchase intention 0.833 
 
4.4 Correlation   
                    Table 2: Correlation  
 Perceived quality Emotional value Purchase intention 
Perceived quality 1 .579** .505** 
Emotional value .579** 1 .628** 
Purchase intention .505** .628** 1 
                   **. Correlation is significant at the 0.01 level (1-tailed). 
                   *. Correlation is significant at the 0.05 level (1-tailed). 
Based on the result above, it shows significant relationship between perceived quality and emotional value towards purchase 
intention with moderate relationship. Both score 0.505 and 0.628 each respectively.  
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5. Conclusion  
Results indicate that perceived quality is a significant predictor of Malaysian consumers in purchasing process for both 
American and local products. Both hypotheses signify that perceived quality affected purchase intention regardless of whether it is 
imported product or local product. In line with a research conducted by Demir and Tansuhaj (2011), Turkish consumers had more 
favorable evaluations for global brands when they were primed with global cues and when they were cued by local signals, their 
preferences shifted towards local brands, thus marking that preference of global and local brands similar with no difference.  
Furthermore, relationships between these variables denote that perceived quality is quite a good predictor on purchase 
intention based on the result. This means that consumers emphasize on qualities in purchasing process on whichever products they 
encounter with and on the other side, decision on purchasing might depend on the perceiveness of qualities if consumers were to 
distinguish between local and imported products. However, this finding did not support previous study which found that perceived 
quality is not a significant factor affecting purchase intention for local and American brand (Kumar et. al, 2009). Furthermore, in 
another exploratory research carried out by Aqeel (2012), the researcher found that the most important factor in influencing Saudi 
women’s purchase intention on luxury fashion brand, is product quality. Other factors come next to quality by only 50%. 
Meanwhile, emotional value is regarded as a significant predictor of Malaysian consumers purchase intention for both 
American and local products; judging from the relationship between emotional value of an American product and a local product with 
purchase intention for both. According to the result, emotional value is a good predictor in predicting relationships with purchase 
intention among consumers. Perception of emotional value one could receive when purchasing, is in the same case with local and 
American product and could be concluded that the more pleasurable a consumer might experience, the more he or she would be likely 
to buy that product. This study clearly demonstrates that emotional value plays a critical role in forming Malaysian consumers’ purchase 
intention whether it is an American product or a local product. The finding supports previous study which found that emotional value 
support Indian consumers’ purchase intention in both American and local context (Kumar et. al, 2009).  
Results indicate that affective component of a country’s image has a direct relationship with its consumers’ willingness to buy 
products; in an attempt to investigate Kuwaitis’ willingness to buy American products. Affective component captures consumers’ 
emotional reactions to another country. In addition, emotional value has significantly affected purchase intention on foreign apparel 
brands when tested among Pakistan’s University students. They believe that foreign apparel brands provide high emotional value and 
thus are likely to purchase foreign apparel brands. 
 
References  
Aqeel. A., 2012, Factors influencing Saudi women to purchase luxury fashion brand, on International Conference on Management, Behavioral Sciences and Economics  
Issues (ICMBSE’2012) Penang, Malaysia  
Bagozzi. R., Gopinath. M., Nyer. P, 1999. The role of emotions in marketing. J Acad Mark Sci 27(2):184–206. 
Bhat. S., Reddy., S.K.,1998, Symbolic and functional positioning of brands,Journal of Consumer Marketing, 15(1):32–43. 
Demir. K.D., Tansuhaj, P., 2011,Global vs local brand perceptions among Thais and Turks, Asia Pacific Journal of Marketing and Logistics, Vol. 23, Iss: 5, pp. 667  
– 683 
Dodds., William. B., Kent. B., Monroe., Dhruv Grewal., 1991, The effects of price, brand, and store information on buyer's product evaluations, Journal of Marketing  
Research 28 (August): 307-319. 
Ghazali. M., Othman. M. S., Yahya. A. Z., Ibrahim. M. S., 2008, Products and country of origin effects: The Malaysian consumers’ Perception. International 
 Review of Business Research Papers, Vol. 4, No.2, 91–102 
Hair, J. F. J., Money, A. H., Samouel, P., Page, M., 2007, Research Methods for business. Great Britain:John Wiley & Sons, Limited. 
Khattak, M., Shah, T.A., 2011, Consumers’ attitudes towards non-local products: A case of Pakistan, on 2nd International Conference on Business and Economic  
Research (2nd ICBER 2011) Proceeding. 
Kumar, A., Lee, H. J., Kim, Y. K. 2009, Indian consumers' purchase intention toward a United States versus local brand, Journal of Business Research, 62(5), 521- 
527. 
Olson, J. C., Jacoby, J.: Cue Utilisation in the Quality Perception Process, in Advances in Consumer Research. Ann Arbor, MI, p. 470-475, 1972. 
Sweeney, J. C., Soutar, G. N. 2001, Consumer Perceived Value: The Development of a Multiple Item Scale, Journal of Retailing, 77, 203-220. 
Thelen, S., Ford, J., Honeycutt Jr., E., 2006, , “Assessing Russian consumers’imported versus domestic product bias,” Thunderbird International  Business Review,  
48(5), 687-704.  
Tian, K. T., Bearden, W. O., Hunter, G. L., 2001, Consumers’ need for uniqueness: Scale development and validation, Journal of Consumer Research, 28(1), 50-66. 
Wang, W. C., 2006. The effect of product knowledge and brand image on purchase intention moderated by product category. Unpublished master thesis, Tatung  
University, Taiwan. 
Watson, JJ., Wright, K., 2000, Consumer ethnocentrism and attitudes toward domestic and foreign products,European Journal of Marketing, 34 (9/10), 1149-1166 
